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Marion T.V., Inc., licensee of Station WMCC-TV,

Marion, Indiana ("WMCC"), hereby submits this
consolidated reply to comments filed in the above-
captioned proceeding by licensees of two VHF stations,
River City License Partnership (WTTV, Bloomington,
Indiana) ("WTTV"), and VideoIndiana, Inc. (WTHR-TV),
Indianapolis, Indiana) ("WTHR") (jointly, the
"Commenters"). Commenters oppose the addition of Marion
to the Indianapolis-Bloomington hyphenated television
market. None of the UHF stations in the Indianapolis
ADI, with which WMCC primarily competes, and no cable

operator in the ADI, has objected to the proposal.
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ARGUMENT

The "underlying competitive purpose of the market
hyphenation rule [is] to delineate areas where stations

can and do both actually and logically compete." Notice

York, et al. Television Market, MM Docket No. 93-290,

DA93-1349 (Rel. November 16, 1993).

WMCC has provided clear evidence that it competes
with all of the other stations in the Indianapolis/
Bloomington television market, and that it alone within
the market is unfairly disadvantaged by exclusion from
the market.1 None of the following basic facts set
forth in WMCC’s Petition for Rulemaking in this
proceeding ("Petition") has been challenged by
Commenters:

° WMCC’s Grade B coverage of the ADI is
comparable to that of the other UHF stations in the
market; it is superior to that of the Bloomington UHF

stations, WCLJ and WIIBZ;

1 The sole exception is WITK in Kokomo, which does not
place a Grade B contour over either Indianapolis or
Bloomington, and which operates as a satellite of WTTV,
Indianapolis.

2 rhis was demonstrated in WMCC’s Petition by an
Engineering Statement which analyzed the Grade B
coverage of all of the market UHF stations.



° WMCC provides Grade A coverage over
Indianapolis and Grade B coverage over Indianapolis’
home county, Marion County;

° Three Indianapolis commercial stations place a
Grade B contour over Marion and the remaining two place
Grade B contours within five miles of Marion -- the two
stations that do not cover Marion with a Grade B contour
(WHMB and WXIN) also do not cover Bloomington with a
Grade B contour -- yet Bloomington stations'enjoy
hyphenated market status;

° Both Nielsen & Arbition recognize that WMCC
competes with Indianapolis and Bloomington television
stations.

Despite the fact that they do not dispute these
basic facts, Commenters raise a number of questions
about the proposal to amend Section 76.51 as proposed:3

1. Viewership. Commenters assert that "WMCC-TV
does not have viewership in Indianapolis or Bloomington
sufficient to demonstrate commonality with the
hyphenated market" (WTTV Comments at 5.).

As a preliminary matter, the Commission has never
held that viewing level is a prerequisite in designating

hyphenated communities in a market. This is presumably

3 The very fact that Commenters have opposed this
proposal suggests a recognition on their part that WMCC
is in fact competitive with them for viewers and
programming.



due to the fact that the presence or absence of
designation is jitself a factor that affects a station’s
viewership.4

In any event, WMCC is significantly viewed in
Indianapolis’ home county, Marion County (not to be
confused with they City of Marion, located in Grant
County). (1993 cable & Station Coverade Atlas (Warren
Publishing, Inc.) at 63).5 WMCC’s viewership in the
immediate Indianapolis/Bloomington area market is
demonstrably superior to that of at least two stations
in the market which presently benefit from hyphenated
community status -- WCLJ and WIIB (Bloomington), neither
of which is significantly viewed in ejther Indianapolis,
Marion County or in their own home county, Monroe. Id.

The fact that WMCC is significantly viewed in
Indianapolis and throughout Marion County but not in

Bloomington, is comparable to the viewership situation

4 For example, the total geographic area in which a
station in a non-designated market community may secure
syndicated exclusivity rights is more restricted than is
that of stations licensed to hyphenated communities in
the same market. The result is that duplicative
programming aired by the station licensed to a non-
designated community in turn makes it less popular than
stations with the ability to ensure that their program
line-up is not duplicative in a greater portion of the
ADI.

5 wmee also attains good viewership at least very near
to, if not in, Bloomington. The northern edge of
Bloomington’s home county, Monroe County, is only six
miles from Johnson County, in which WMCC is also
significantly viewed. Id.



of WHMB, Indianapolis, which likewise is significantly
viewed in Indianapolis but not in Bloomington (id.) --
yet WHMB benefits from hyphenated community status,
while WMCC does not.

WMCC’s viewership throughout the ADI is
comparable to that of the Bloomington and Indianapolis
UHF stations. WMCC is significantly viewed in 16
counties within its ADI, equal to or more than every
other UHF station in the market save one. (Id. at
62-64).6 WMCC garnered a three-share in the July 1993
Nielsen market survey for the Indianapolis DMA. This is
superior to the performance of both WHMB, Indianapolis,
and WCLJ and WIIB, Bloomington. (See Attachment 1
hereto.) Among in-market stations, WMCC garnered a
four-share, again superior to the share of one
Indianapolis and two Bloomington stations. (Id.)

Notably, WMCC’s share remains the same (and
superior to that of three other market stations) in the
eight core market counties comprising the Indianapolis
"Metropolitan Statistical Area"”, as defined by the U.S.
Census Bureau. (See Attachments 1 and 2 hereto.)

7

WMCC has a 46 percent "cume" ' in the DMA, higher

6 Only WXIN, Channel 59, Indianapolis, is significantly
viewed in a greater number of counties. Id.

7 The terms "share" and "cume" are defined at
Attachment 3 hereto.



than that for WIIB and WCLJ, Bloomington, and WHMB,
Indianapolis. (See Attachment 4 hereto.)8

WMCC’s viewership both in Indianapolis and
throughout the market is superior to that of three
Bloomington/Indianapolis stations. There is no basis
for treating WMCC differently from its Bloomington and
Indianapolis competitors on the basis of viewership.

2. Distance. Commenters state that Marion is
too far from Indianapolis and Bloomington to be included
in the Indianapolis/Bloomington market. The city
boundaries of Marion and Indianapolis are separated by
42 miles, those of Marion and Bloomington by 100 miles.
(See Engineering Statement included at Attachment 5

hereto.)9

8 All of these figures include cable as well as non-
cable homes. The figures are accordingly skewed against
WMCC, since Indianapolis and Bloomington stations enjoy
greater cable carriage rights within the ADI than does
WMCC. For example, by virtue of the fact that
Bloomington is a "hyphenated community" within the
market, all of the Bloomington stations are
automatically entitled to be carried free of charge on
cable systems within both the Bloomington and
Indianapolis specified zones, regardless of their
viewing level in either community. Because Marion is
not a hyphenated community, on the other hand, WMCC is
automatically entitled to free carriage in the specified
zone of only one community -- Marion.

Measuring from "designated reference points", Marion
is 60 miles from Indianapolis, and 106 miles from
Bloomington. Id. By either measure, the distances are
far less than the 72 and 120 mile figures claimed by
WTHR in its Comments.



Commenters’ sole authority for their claim of
impermissible distance is Television Muscle Shoals, 48
RR2d 1191 (1981), erroneously cited for the proposition
that "75 miles [is] too great a distance to support
redesignation". Television Muscle Shoals stands for
nothing of the kind. The decision there not to include
Florence in the Huntsville-Decatur, Alabama market was
premised on several extremely compelling factors, not
one of which is present here.10

Numerous markets around the country include
communities spaced at distances greater than 75 miles.11
Marion is a comparable distance to Indianapolis and
Bloomington as are designated communities to each other
within other hyphenated markets; Commenters have offered

no justification for denial of the proposal on this

ground.

10 These included the facts that the Florence station’s
Grade B contour covered neither Huntsville nor Decatur;
grant of the request would have resulted in duplicative
carriage of a second NBC affiliate by local cable
systems; and grant would have imposed additional
mandatory carriage obligations under the then-current
must-carry rules with respect to cable systems which
opposed the request.

11 por example: Anderson, South Carolina is 90 miles
from Asheville, North Carolina; Lincoln, Nebraska is 120
miles from Kearney, Nebraska; Melbourne, Florida (added
to the market after the Television Muscle Shoals
decision was issued) is nearly 90 miles from Daytona
Beach, Florida.



3. Grade B Coverage. Commenters argue that the

proposal should be denied because WMCC does not place a
Grade B signal over Bloomington. The failure of
Ccommenters to advance any authority for the proposition
that each hyphenated community of a market must provide
Grade B coverage over every other hyphenated community
of the market might be explained by the fact that two of
the stations within WTHR’s own community of license
(WHMB and WXIN, Indianapolis) fail to provide Grade B
coverage over Bloomington.

Similar configurations exist in markets around

2 Indeed, when the Commission adopted its

the country.1
initial list of hyphenated markets, it specifically
recognized that "portions of the market are occasionally
located beyond the Grade B contours of some market

station([s] (sic)". Cable Television Report and Order,

36 FCc2d 143, 176 (1972).%3

12 Market No. 25: KCMY, Sacramento--Grade B does not
cover Modesto; Market No. 37: WZZM, Grand Rapids --
Grade B does not cover Kalamazoo or Battle Creek; Market
No. 46: WGGS, Greenville -- Grade B does not cover
Asheville; Market No. 55: WBSF, Melbourne -- Grade B
does not cover Daytona Beach; Market No. 64: WCIA,
Champaign -- Grade B does not cover Springfield. 1993

Television and Cable Factbook (Warren Publishing, Inc.)

13 wrov misleadingly claims that only seven of 14
stations in the Indianapolis ADI place a Grade B signal
over Marion. These figures include noncommercial UHF
stations licensed to Bloomington, Indianapolis, South
Bend and Muncie. Not only are noncommercial stations
irrelevant in hyphenated market designations, but none
[Footnote continued on next page]



In short, Grade B coverage over Bloomington is
not a prerequisite to grant of this proposal. Given the
absence of reciprocal Grade B coverage over Bloomington
by existing Indianapolis stations, insistence upon
blanket Grade B coverage by WMCC would simply perpetuate
the existing inequalities in the market.

4. Alternatives. Without analysis, Commenters
suggest that Marion should be included in the Fort Wayne
market. WMCC is unaware of, and Commenters have not
pointed to, any instances in which a station assigned to
one ADI has been designated a community of a hyphenated
television market assigned to a different ADI. WMCC
does not provide Grade B coverage over Fort Wayne, and
none of the four Fort Wayne commercial television
stations places a Grade B signal over Marion. There is
no basis for inclusion of Marion in the Fort Wayne
television market.

5. Public Interest/Prjvate Need. Commenters
question whether the record demonstrates that a grant of
the proposal in this proceeding would be in WMCC’s and

the public’s interest.

[Footnote continued from previous page]

of the noncommercial stations referred to provides
coverage over both Bloomington and Indianapolis (and at
least one provides Grade B coverage over neither),
despite the fact that both communities benefit from
designated market status.
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In its Petition WMCC clearly described the
disadvantages to which improper exclusion from the
market subjects it. These are in any event self-
evident. As noted previously herein, each of WMCC'’s
competitors in the market, by virtue of the fact that
their respective communities of license are hyphenated
communities in Section 76.51 of the Rules, is
automatically entitled to carriage free of charge on
cable systems within the specified zone of two
communities (Indianapolis and Bloomington), as well as
in any other communities in which they happen to be
significantly viewed. WMCC enjoys such an automatic
entitlement only with respect to cable systems within an
area one-half as large, the specified zone of one
community -- Marion.14

WMCC also is entitled to demand exclusivity
rights within a smaller area (the specified zone of one
community, Marion) than is each of its competitors,
which can secure exclusivity rights within the specified
zones of two communities (Bloomington and Indianapolis),

a protected exclusivity area twice as large as that to

which WMCC is entitled.

14 while wMcc is presently entitled to cable carriage
free of charge on cable systems in Indianapolis by
virtue of its significantly viewed status there, this is
a status that WMCC had to earn through effort and
investment -- and one that could theoretically be lost
in the future.
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Disparate and disadvantageous treatment of a
market station vis a vis its competitors is manifestly
not in the public interest. The inequitable situation
in the Indianapolis market has direct consequences for
viewers in the market. For example, presently WMCC
cannot, under the non-network territorial exclusivity
rule, even attempt to secure exclusive rights to
programming that syndicators choose also to sell to
stations in Indianapolis, despite the fact that WMCC
provides Grade A service to, and is significantly viewed
in, Indianapolis. If Marion were a designated community
in the Indianapolis market, WMCC would have the right to
negotiate with syndicators to ensure that Indianapolis
stations not air programming duplicated on WMCC, with
the result that Indianapolis viewers would be assured of
a wider selection of unduplicated programming.

The detriment both to WMCC and to the public
through inequitable treatment within the marketplace are
self-evident and amply supported by the record.

6. Carriage Rights. Finally,kCommenters claim
that redesignation "could afford the station mandatory
carriage rights well beyond its Grade B contour, on
cable systems far distant and in cable communities where
WMCC is not significantly viewed." (WITV Comments

at 6.)
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However, mandatory carriage rights are not
determined on the basis of Grade B coverage and
significant viewing. Congress has already determined
that WMCC is entitled to mandatory carriage on cable
systems throughout the ADI.15 WMCC is not seeking to
acquire new mandatory carriage rights -- it is seeking
parity under FCC rules so that it may give effect to its
existing rights on a level playing field with its
competitors.16

Similarly, there is no basis, as suggested by
Commenters, for the Commission to hold the Petition in
abeyance until conclusion of a pending proceeding by the
U.S. Copyright Office relative to the copyright effect
of amendments to Section 76.51. The Commission is
required to ensure that 76.51 accurately reflects the
competitive situation of all television stations within
a given market. The question of what copyright
treatment the Copyright Office might choose in the

future to afford to 76.51 amendments is irrelevant to

whether those amendments should properly be made in the

15 It bears repeating that not a single cable system
within the ADI has objected to grant of the proposal.

16 commenters’ suggestion that WMCC is somehow less
deserving of cable carriage throughout its ADI than
other stations in the market is particularly
unpersuasive in light of the fact that WMCC provides
coverage of its ADI, and attains viewership levels
there, comparable to or better than those of the
majority of the other UHF stations in the ADI.
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first instance, under accepted standards of federal

communications law and policy.

CONCLUSION
WHEREFORE, for the reasons set forth in WMCC'’s

Petition and herein, WMCC respectfully requests that

Section 76.51 of the Commission’s rules be amended to

add Marion to the Indianapolis-Bloomington hyphenated

market.

Date:

November 19,

1993

Respectfully submitted,

MARION T.V., Inc.

“Mavcia @aﬂ)&%

Reed Miller

Marcia Cranberg

ARNOLD & PORTER

1200 New Hampshire Ave., N.W.
Washington, D.C. 20036

(202) 872-6700
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MARKET DATA

INDIANAPOLIS, IN
DMA RANK # 26

JULY 8 - AUGUST 4, 1993

TABLE 1 - UNIVERSE ESTIMATES - JAN. 1993
TV HOUSEHOLDS BY COUNTY SIZE 1

. TOTAL v
AREA HOUSEHOLDS HOUSEHOLDS A B C D
METRQO 494 300 488,360
DMA 908,500 895.790 488.360 221.080 186.350
100 25 21
NSI 1,174,600 1,157,150 488,360 374,770 234.020
100 42 32 25

TOTAL HOUSEHOLOS are estimated by Market Statistics (MS). used by special permission of that
organization, They are the base against which television ownership percenlages have been applied.
TELEVISION OWNERSHIP PERCENTS are Nielsen eslimates based on combining historical projec-
tions from the 1960 and 1970 Censuses wilh estimates from the NSI telephone interviews trom a
number of all market measurement periods

HOUSEHOLDS ARE OCCUPIED HOUSING UNITS. The household universe estimates shown in Table ~

1 are eslimales of year-round households, i.e.. housing units occupied year round. Seasenal housing
units which are occupied only during certain seasons of the year are not included in the Household
Universe Estimates. Thus, the number of households during the survey period may differ from the
eslimate in Table 1.

t See NSI Relerence Supplement for definition of county size.

TABLE 2 - PENETRATION ESTIMATES
PERCENT OF TV HOUSEHOLDS

LT Less than 1%.

BLACK HISPANIC MULTI-SET  CABLE TV VCR

AREA % % % % %
METRO 13 1 82

DMA 8 1 7 61 80

Multi-set estimales are based on the metered sample. Muiti-set. Cable TV and VCR estimales are
based on the latest available data. Black and Hispanic estimates are as ol January 1, 1993. See NSI
Reference Supplement for detail,

TABLE 3 - SAMPLE SIZES: HOUSEHOLDS
DIARY SAMPLE(1)

INITIALLY DESIGNATED IN-TAB DIARY
HOUSEHOLDS HOUSEHOLDS
METER SAMPLE
AREA IN-TAB AVG.  LISTED UNLISTED TOTAL LISTED UNLISTED TOTAL
METRO 187 (EST'D) 745 360 1105 340 91 431
DMA(INCLMETRO) 370 {2) 1402 596 1998 662 166 828
NON-DMa - 1000 366 1366 480 126 B606(3)
NSI{INCL. DMA) 370 2402 862 3364 1142 292 1434

(1} The Non-DMA (Diary) sample is combined with the CMA meler sample for compiling Staticn Total

nouseholds; the entire diary sample is used lor Audience Composition data.

(2) Yields an approximale equivalent simple random sample size of 722.

{2} + (3) NSt Area Station Tolal households herein are based on these in-tab samples and yield an
approximate equivalent simple random sample size of 983.

Equivalent simple random sample size is a term sometimes used for the slatistical equivalent of the

sample size for computing sampling errors or statistical tolerances.

For sampte selection proceduras in Total Telephone Frame markels, see NSI Reference Supplement

TABLE 4 - TELEVISION STATIONS
CITY OF ORIGIN STATION CHANNEL  AFFILIATION
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TABLE 5 - TV HOUSEHOLDS AND IN-TAB DIARY HOUSEHOLDS
BY SAMPLING AREA

ADJ MRS  EST.TV CABLETV IN-TAB

DMA TEARI.  HHLDS  HHLDS % CNTY DIARY

CNTY  COUNTY & STATE TORYt JAN. 1993 JULY 1993 SIZEY KHLDS

VERMILION IL WC 33,110 74 C 60

D BARTHOLOMEW IN EC 24,300 65 C 25

D BENTON IN EC 3,470 47 D 1

0 BLACKFORD IN EC 5,270 73 D 4

MD BOONE IN EC 14,370 48 8 12

D BROWN IN EC 5,490 28 D 3

b CARROLL IN EC 7,110 50 ] 6

D CASS IN EC 14,580 62 0 12

#3 CLAY IN EC 9,260 49 c 29

D CLINTON IN EC 11,660 57 0 17

D DECATUR IN EC 41 0 7

D DELAWARE IN EC 44,440 68 o 37

D FAYETTE IN EC 9,770 62 ] [

0 FOUNTAIN IN EC 6,710 46 ] [

D GRANT IN EC 27,130 65 c 32

#3 GREENE IN EC 11,930 35 0 20

MD HAMILTON IN EC 42,080 73 B 30

MD HANCOCK IN EC 16,460 58 B 16

MD HENDRICKS IN EC 26,700 87 B 30

D HENRY IN EC 18,110 59 0 17

D HOWARD IN EC 30,820 77 C 37

#1 JACKSON IN EC 14,000 54 0 17

JAY IN EC 7.870 45 D 15

# JEFFERSON IN EC 10,930 50 D 12

D JENNINGS IN EC 8,340 46 D 4

MD JOHNSON IN EC 32,540 48 B 33

#3 KNGX IN EC 14,900 70 D K3l

0 LAWRENCE IN EC 16,140 56 0 18

D MADISON IN EC 49,120 66 C 63

MD MARION IN EC 322,060 66 B 278

D MIAMI IN EC 65 D 12

D MONROE IN EC 39,240 58 C 32

D MONTGOMERY IN EC 13,080 62 D 15

MD MORGAN IN EC 19,400 40 B 15

#1 ORANGE IN EC 6,750 46 D 8

D OWEN IN EC , 750 31 D 6

#3 PARKE IN EC 5,720 53 D 7

D PUTNAM IN EC 9,880 36 D 10

D RANDOLPH IN EC 10,100 48 D 13

RIPLEY IN EC 8,840 34 D 9

b RUSH IN EC 6,310 41 D 6

# SCOTT IN EC 7,690 41 D 9

MD SHELBY IN EC 14,750 47 B 17

#2 TIPPECANOE IN EC 45,770 80 c 225

D TIPTON IN EC 5,830 46 C 5

#3 VERMILLION IN EC 6,530 68 D 15

#3 VIGO IN EC 38,620 78 c 94

WABASH IN EC 12,510 52 D 21

D WARREN IN EC ,960 28 D 3

WAYNE IN EC 26,930 62 c 34

D WHITE IN EC 9,020 74 D 10

METRO TOTAL 488,360 62 431

TOTAL, b 895,750 81 828

NSI AREA TOTAL 1,167,150 62 1,434
#1 = LOUISVILLE #2 = LAFAYETTE, IN

#3 = TERRE HAUTE
NOTE: VIEWING IN ADJACENT OMA'S IS NOT LIMITED 7O NSI AREA COUNTIES IN

RE AREA FOR WHICH VIEWING OCCURS TO STATIONS IN THIS MARKET.

T
v
%%E 6. THE ABOVE LIST OF COUNTIES DOES NOT NECESSARILY REPRESENT
EE INSIDE BACK COVER FOR FURTHER STATION TOTAL AREA DESCRIPTION.

initialty, approximalely 51% of the predesignated indianapolis DMA basic meter sample households
are recruited and instalied. For a typical report period. approximately 38% of lhe instalted meter
sample are predesignated households.

Audience estimales are compuled separately for each week. Reported multi-week averages are the
average of the appropriale individual week audience estimales. Some of he above counties may
have been combined lor projecting individual week audience estimales. Viewing among the house-
holds in the in-tab sample for all counties thal are combined are projected to the Tolal TV Households
for lhe combined counties. These county groupings are available upon request.

M = Melro County: D = Designated Market Area County {for definition see Section 1)

** The DMA meter sample currently approximates 404 television households in which meter equip-
ment is instalied; 404 households (including households repiaced during the survey period) provided
records meeling Nielsen accuracy standards during one or more days of this survey interval
including 370 households on the average individual day

1 See NSI Reference Supplement for explanation of MRS Territory and Gounty Size
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THE NSI® TECHNIQUE
INTRODUCTION other considerations outlined in Section IV of this VIP should be rezognized i ying =

NSI technigues and pracedures used in compiling the audience estimates in this Viewers in Pro-

filex (VIP™ ) are described in the current edition of the NSI Reference Supplement. The user

should refer to the Supplement for information regarding the sample plan, data reported, ex-
amples of standard error calculations, as well as for additional detail on other related topics in-
cluding those treated brigfly below.

The use of mathematical terms {o express the audience estimates hereln should not be regard-

ad as a representation by Nielsen that they sre axact to the precise mathematical values stated.

| THIS NSI ANALYSIS PROVIDES THE FOLLOWING

AUDIENCE ESTIMATES:

WEEKLY CUMULATIVE AOIENCES (Net Reach) — By Daypar

» DMA Househcids: the totai number of diflerent TV households reached one or more quarter-
hours for the averageitsk and for the 4 weeks of the current measurement perod. Curiialive
audience percentages for households are based on Meter records only.

« Stalion Total Households: Weekly cumulative audience reported in thousands of houscholds
is for the average week of the latest ail-market measurement period (Nov., Feb, or May)
as well as July.

AVERAGE QUARTER HOUR AUDIENCES — By Daypari and/or By Quarfer-Hour or Hat{-Haur

¢ HUT (Households-Using-Television): television households in the Metro/DMA Area with a
TV set turned on as a percentage of Metro/DMA Area TV households.

« PUT {Persons-Using-Telaviston): p2rsons in television househalds in the OMA that are view-
ing any station as a percentage of persans in DMA television households.

*  Metro/OMA Area Rating: television househoids in the Metro/OMA Area tuned to a specific
station as a percent of the Metro/DMA Area TV housenoids. DMA ratings are also shown
for selecled persons categories.

»  Metro/DMA Area Share: television househoids in the Metro/DMA Area tuned to a specific
statton as a percent of the Metro/DMA Area TV households with a set turned on.

*  DMAIn-Market Share: an estimate of the DMA househald 4-week share of vieysing received
by a local commercial staticn in camparison to lhe other local commercial stations in the
market. This estimate is only reported in the Daypart Section. .

*  Trend Guide Data:®* DMA RUT and Shares are provided for the a) Daypart and Time Period |

Sertians where data are based on the same Daypart/Time Period for the indicated measura-

mient penods (see column headings) and b) Program Audience Averages Section where data
are recomputed based on the normal”’ pragram tima period in the current VIP for the in-
ted measuramert perisds (see column headings).

s2ts are raminded that Trend Guide data are subiect b variations due to several lactors,
Sch as camaling error and seasonal vanations in television viswing. These !actors, as veell

. Melro Area: the Metro Area is the Metropohtan Statistical Area (MSA) 25
\of Managerent and Budgal brought ta county line basis 1o include connt~-

companng data from several measurement periods.

« Station Total Audience: total US TV households reached

«  Percent Distribution of Station Total Households: When Station Total Householide 1o repor
able in the Home market they are also shown distnbuted on a percentan» ¢ ber
the Home Melro area, the Home DMA and up to three selected adjacent DM 4 -
atle, ratings are also shown for the adjacent DMA’s. These data are reportzc
dunng all-DMA measurement cycles cnly

¢ Audience Composition: in numbers of persons viewing and their dietb e
demographic categories shown — reported in terms of DMA Ratings and‘c: Froicled
Persans reached. '

* Time Period Section: Audience estimates are shown (a) as 4-werk ave
shown. on the cover (exclusiens due to special events or other unus: -
any, are listed on Page 3). and (b} as program time period estima‘es ev.. oy
if any. Stch “pure’’ program audience estimates are reported ‘or loc: RN

«  Adjacent Quarter-Hour (% hour) Averages: The average of data for the (oo v
and the previous quarter-hour, reported for each time period break. Showen 2~ e
ratings plus Station Totals for households and selected demographic a'. ;

* OMA Weekly Ratings: OMA Kousehold audiences reported for each weey
mgnt on Q program average time period basis.

* Program Audience Average Section: A retabulation of the program au
preemptions where applicable). For a description of the rules and pracedu r for
audience data for this section, see the NSI Reference Supplement

¢ Persons Share Sectlon: Persons in the OMA tuned 10 a specific statinn 3 -
DMA Persons-Using Tefevision (PUT) for this survey interval and three 5oe intary

* TVHouseholds and Persons Trand Section: Househo!ds Using Teivistor - "15°

sing Television (PUT) are trended for all.DMA measurement perinds = =~ .
four prior years. Rating and Share data are summarized for lncai coro e -

To avoid the implication that the reported averages represent normal operat; © - '* a3

times, a section on *'Operating Notes ' 1s included showing dates and times

caaditiaprs as repacted by the stations.

!l AREAS MEASURED

EEE R,

of their poputation in the Metro Area. In the absence of an establighad M:te

in Nielen's judgment a Metro Area may not represent the TV markat(s) ¢c i~
TV stations. a group of counties may be substituted to serve this purpose £ % =
{Continnued on i e




SECTICN ALLA.

) AREAS MEASURED AND REPORTED

NS reports data on various areas in each of the more than 200 teievision markets in the U.S. Depending on
the type of VIP reporting, as described in Section C.1.D., the areas measured and reported are as foliows:

1. METRO AREA: The Metro Area is the Metropolitan Statistical Area (MSA) or the Primary Metropclitan
Statistical Area (PMSA) as defined by the Office of Management and Budget brought to county lina basis
to include counties having over 50% of their population in the Metro Area. A Matro Area may consist of
a combinaticn of two or more PMSA's in cazes where there are two or more metiopolitan areas being served
jointly by TV stations originating in the TV rarket; e.g., Dallas-Fi. \Worth. In the absence of an established
Metro Area, or where, in Nielsen's judgment, a Metro Area may not rapresent the TV market(s) served by
agroup of TV stations, a group of counties may be substitutad to serve this purpose. Such an araais titied
Central Area and is so delineated on the market map. Counties comprising the Central Area wili include
home county of the originating TV station(s) for the markeat plus other neighboring counties which are, in
general, considered a part of the population nucleus that is served by the TV station(s) originating in the
TV market. For text purposes, the terms Metro and Central are interchangeable.

2. NSI AREA: Comprises the Metro Area and/or DMA (if any) and additional counties targeted typically to

include, per Nielsen estimates, approximately 95% of the average quarter-hour U.S. audiences to stations
reportable and assigned as local to the NSI market. In general, NS| Area assessments are made each
Spring, based on the prior year’s information. Based on thesz assessments, NSI Areas are either verified
or modified for subsequent measurements. In this manner, NSl is able to reflect audience changes which
may have resulted from changes in antenna, channel, power, programming and the like.

In a few cases due to unusual geographic or signal constraints (Cable, etc.), an NS| Area may be targeted
below 95%. In those cases where a market falis significantly below 95%, a special notation will appear
in the VIP citing the specific NS Area percentage. Markets falling only marginally below 5% will simply
have their NS| Area percentages reduced to the appropriate level. itisimportant to remember even though
an NS| Area may be targeted below 95%, the intent is to include all viewing to the station, including viewing
from outside the NSI Area.

3. STATION TOTAL AREA: Station total audiences are based on viewing data obtained from counties, both
within and outside a station’s NS| Area. Although the counties specified for a market’s NSI Area typically
account for virtually 9595 or more of the average quarter-hour audience to a station, viewing outside the
NSI Area is also added to each station's total audience. To accommodate the needs of the marketplace
and maintain a competitive delivery schedule, Station Totals (as defined in this paragraph and other NSI
materials) for superstations may be based on a different geography. However, a Special Report reflecting
a superstation’s complete Station Totals may be produced for the affected station/market.

During the three all-market measurement (sync) periods, plus the July all-DMA measurement period, areas
beyond a station's NS Area are searched for viewing to that station and those audiences are included as
part of the station’s total audiences. The outer search areas always include those counties from which a
station was viewed in prior measuremernt periods, whether the viewing was done from an over-the-air signal,

" terrestrial cable or satellite cable. Following each of the all-market measurement periods, total viewing to
all U.S. stations is examined to determine additional cuter search areas required to report a station’s total
audience. In rare instances it may be necessary to schedule production of a market's VIP at a later time
in the production sequence in order to inciude all audience to one or mare stations in that market. In the
event such delay in production scheduling is impractical, especially for Superstation station total audiences
whose wide distribution of audience may not be included in total, a special notation is ptaced on page 1
or page 3 to that effect in the market’s VIP.

During non-syncintervals, audience beyond an NS| Areais added directly to a station’s total audience when
counties are measured concurrently. Audience from non-measured counties beyond the NSt Areais ratio-
estimated based on viewing from the previous November, February or May measurement (whichever is
most recent) and viewing in the counties included in the current measurement. Ratios are computed by
Daypart and are applied to a station’s quarter-hour audience within adaypart; e.g., if during a sync interval
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THE NSI® TECHNIQUE
INTRODUCTION other considerations outlined in Section IV of this VIP should be rzcognized 1 using -

comparing data from several measurement periods.
Station Yotal Audlence: total US. TV households reached.
Percent Distribution of Station Totat Houssholds: When Station Total Households are rep
able in the Home market they are alsa shown distributed on a perceninaa bagis bares
the Home Metro area, the Home OMA and up to three selected adjacent D*!A's Vhare
able. ratings are also shown for the adjacent DMA's. These data are reportad for ait wp g
dunng all-OMA measurement cycles only.

Audience Composition: in numbers of persons viewing and ther awstihutinn by
demographic categonies shown - reported in terms of DMA Ratings an!*or Projecied T
Persons reached.

Time Paried Section: Audience estimates are shown (3) as 4-week ayeages ‘o

NS! techniques and procedures used in compiling the audience estimates in this Viewers in Pro-

file™ (VIP® ) are described in the current edition of the NSI Reference Supplement. The user
should refer 1o the Supplement for information regarding the sample plan, data reported, ex- o
amples of standard error caiculations, as wefl as for additional detail on other related topics in-
cluding those treated briefly befow.

The use of mathematical terms 10 express the audience estimates hersin should not te regard-

ed as a representation by Nielsen that they are axact to the precise mathematical values stated.

| THIS NSI ANALYSIS PROVIDES THE FOLLOWING *
AUDIENCE ESTIMATES:

—9 WEEKLY CUMULATIVE AUDIENCES (Net Reach) — By Daypart B

DMA Househcelds: the total number of different TV households reached one ar mare quarter-
hours for the average week and for the 4 weeks of the current measurement pencd Cunuinine
audience percentages for households are based on Meter records onty

Station Total Households: Weekly cumulative audience reported in thousarids of houcchn'ds
is for the average week of the fatest ail-market measurement period {Nev.. feb, or May)
as well as July.

AVERAGE QUARTER-HOUR AUDIENCES — By Daypart and/or By Quarter-Hour or iHalf Hour

HUT (Households-Using-Television): television households in the Metro/OMA Area with a
TV set turned on as a percentage of Metro/DMA Area TV households.

PUT (Persons-Using-Television): persons in television houyseholds in the OMA that are view-
ing ary station as a percentage of persons in DMA television househnlds

Metro/DMA Area Rating: tefevision households in the Metro/OMA Area tuned 'o a specific
station as a percent of the Metro/DMA Area TV households. DMA ralings are a'sa shown
for selected persons categories.

Metro/DMA Area Share: televisicn households in the Metro/DMA Area tuned 't 3 specefic
stalion as a percent of the Metro/DMA Area TV households with a set tu:nat 5n

OMA In-Market Share: an gstimate of the DMA househnld 4-week share of s rareemd

by a 'ocal commercial station in comparison to the other local commerc.ot <>~ =5 n the
market. This estimate is only reporied in the Daypart Section.
Trend Guide Data:® DMA HUT and Shares are provided for the a) Daypait &+ & 1 ~n Merod

Sections where data are based on the same Daypart/Time Period for the indy ~*»4 mea-ira.
ment periods {see column headings) and b) Program Audience Averages Sc«! ~n where data
are recomputed based on the “‘normal’ program lime peried in the current 17~ the -
dwated measurament periods (see column headings).

Users are reminded that Trend Guide data are subject to variations due 1y =~.rral factnrs,
such as sampling error and seasonal variations in tefevisicn viewing. These ‘artors, as vell

shown on the cover {exclusions due to special evenls or other unuerai Srcem

any, are listed on Page 3), and (b} as program time period estimales axg.nding nrae nee '

if any. Such “'pure’” program audience estimates are reported or 'ocal statons ar y
*  Adjacent Quarter-Hour (% hour) Averages: The average of dats iur the cuniert nuaste

and the previous quarter-hour, reparted for each time periad break. Shown 170 ThA Kouc
ratings plus Station Totals for households and selected demographic calzgnries

«  DMA Weekly Ratings: DMA Household audiences reported for each weav of the mea:
mant on a program average time period basis

» Program Audience Average Sectlan: A retabulation of the program auc 2nces (exc'id
preemptions where applicable). For a description of the rules and procedures for avercy
audience data for this section, see the NSI Reference Supplement

* Persons Share Section: Persons in the DMA tuned 10 a specific stitnn 2
DMA Persons-Using Television (PUT) lor this survey interval and thrce
» TV Hpuseholds and Persons Trend Section: Households Using Triev:siar i
Using Television (PUT) are trended for all-DMA measurement pencds ‘or this per

T percant it
piior intervals

Tyand maren

four prinr years. Rating and Share data are summarized for locai coom-ineoial statien:

Tn avoid the implication that the reported averages represent norma!
times, a section on ""Ope’ating Nctes'” is included showing dates and timen n*

congditiaps as reported by the stalions

il AREAS MEASURED

- Metro Area: the Mctro Area is the Metropolitan Statisticat Area (MSA) a7 tuhes
of Management and Budgel brought to county line basis 1o include ¢~
of their population in the Metro Area. In the absence of an estabhighe 2o
, in Nielsen's judgment a Metro Area may not represent the TV marka't} <c .o
+ TV stations, a group of counties may be substituted to serve this purposn |

—

CRary’

4 by the O
~ong over 57
o Aea oo oate

(Continyrid ¢~



ATTACHMENT 4



NSI AV EEK ESTIMATES . INDIANAPOLIS, IN
AVERAGE WEEKLY CUME STATION TOTALS {000) i
T DAYPART PERSONS WOMEN MEN TEENS|CHILD

oA A
TOTAL TIME W[ 2 [ 48 | 12- | 18 | 12| 18- | 18- |25 |25 | 50 Wl 4g | 18- | 18- |25 | 25- | 12- |gngl 2 [ 6-
Av:/»?v;x ((;10%, STATION + + 24 + | 241344940 |54 | + | & + | 34|49 |49 |54 |17 PRI
52153 54 58 59 60 61 85 66 67 68 88 70 72 73 74 75 i8 78 79 681 82 63 84
SUN. -SAT.
§:004-
HID.
38l 30 WCLJ 1

37{83| 362 WFY1 1o o 7l 1) s | ol 2] 2 2l 2 tp 3 | o o1 a1
17(34| 185 WHHB 7l 11
12118| 118 WIPe 2| 1] 1
84/94) 818 WISH 73] 93] ‘83 o| 53] 8] 12 25| 21| 24| 28| 18] 30| 8| 14| 12| 14| 4 2 6 4
44(83) 408 WHCC af o10) 8| 1] & 1] v 2| 2( 2| 3 it &b af b4y Af o1l b
87(o8| 852 WRTV 84| 87| 78| of 47| 8 11| 22| 18| 23 26( 17{ 28] 8 12| 10| 13| 4 2 I 5
3|8l 23 WrsU <<
83(94| 810 WTHR 4| e1] s3] 1o 32| el 8 17, 14) 16 1sy 1| 24| 7| 12| 10| 1} s 3| 3 2
5/8 &1 WTIU i
75(911 841 WTTV+ 45 68 44 13 25 7 9| 18] 13} 15| 10 8 19 8] 12 10{ 11 8 47 167 1
68|81 661 WXIN 35 52 38 15 22 8| 11| 18} 13] 14 Al 1 16 81 131 10 N 7 4 6 4
27|45 WaN
34149 WTBS
20133 AEN
2136 CRN
25|37 DSC
2237 FAM
22138 LIF
19134 MTV
2438 NIK
24143 TNT
33749 USA
197199 HP/T.* 280| 383] 311] 59| 190| 35| 53! 103) 84| 97) s8] ee] 121| 35 67, 56| 64] 29| 16| 43} 27

| 7:004- )

£ R

> 1 o o| o s 4 1 2] 2| 2 2/ 1 1 1 31
8 1 2 1
— — Ve 2 1 1
TZTT9 WIS 2 1 1
s e I T O e e O T R B B
4 1 ]
TR WY 58] 78] 67] 8| 42| 8| 9| 20] 17| 20| 22 15| 28] &) 1] ¢ 12f 4| 2| 6 4
3|8 23 WTBU <

83jes| 817 WTHR a2{ 571 so| 9| 30| & 8| 18] 13| 18| 14 1} 19| &} 1| o M| 4 3 3 2
5/ 8| 63 WT1Y i 1
76191 B49 WITV+ 41 62 38 12 22 6 8| 14| 12| 13 8 7 16 51 11 9| 10 8 41 18f #
69182( 668 WXIN 32| 46 33| 13| 13| 8| 9 16 N} 12] 3 10| 14 7| 1] e 10f 8] 4 7| 4
2848 WGN
36|50 WTBS
20134 AEN
23138 CAN
25[39 DSC
22139 FAN
23138 LIf
20134 HTV
25138 NIK
26|43 INT
34 148 USA
8799 HiP/T.* 266) 348| 278! 83 171 31| 47| e2) 76| 87| 78] 60| 108| 31j 60| 0| 57| 27| 15| 41| 26

§:004-
o 1008 DATA NOT AVAILABLE

38 B4 WFY1
19138 WHMB
1219 WIPB
86 (84 WISH
48185 WHCC
8788 WATV
3 8 WTBU
84 (86 WTHR

8 WTiu

77191 WTTV+
6083 WXIN
29146 WGN
3650 WT8s
2138 AEN
2439 CNN
2639 DSC
23139 FAM
23|38 LIF
20135 MTV
26139 NIK
26|43 NT
34149 USA
9799 RIP/T.

52 )53 54 58 39 60 61 65 66 67 68 69 70 72 73 74 75 76 78 79 81 82 83 B4

For explanation of symbols, see page 3.
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MARKET DATA

INDIANAPOLIS, IN
DMA RANK # 26

JULY 8 - AUGUST 4, 1993

TABLE 1 - UNIVERSE ESTIMATES - JAN. 1993

TOTAL w TV HOUSEHCLDS BY COUNTY SIZE
AREA__ HOUSEHOLDS HOUSEHOLDS _ A B c D
METRO 494 300 488.360
DMA 98500 895,790 483350 221080  186.350
2, 100 55 2 2
NSt 1.174.600 1.157.150 488,360 374,770 294.020
% 100 a2 3 %

TOTAL HOUSEHOLDS are estimated by Markel Stalistics (MS), used by special permission of that
organization. They are the base againsi which teisvision ownership percentages have been applied..
TELEVISION O'WNERSHIP PERCENTS are Mielsen estimates based on combining hislorical projec-
ticns from the 1960 and 1970 Censuses with estimates Irom lhe NSI teleghone inlerviews from a
number of all market measurement penods.

HOUSEHOLDS ARE OCCUPIED HOUSING UNITS. The household universe estimates shown in Table -

1 are estimates of year-round households, i.e.. housing unils occupied year round. Seasonal housing
units which are occupied onty during certain seasons of the year are not included in the Household
Universe Estimates. Thus, the number of households during lhe survey period may dilfer from the
estimate in Table 1.

t See NSI Relerence Supplement for detinilion of county size.

TABLE 2 - PENETRATION ESTIMATES
PERCENT OF TV HOUSEHOLDS

LT Less than 1%.

BLACK HISPANIC MULTI-SET  CABLE TV VCR
AREA %A % % % %
METRO 13 1 52
OMA 8 1 7 61 80

Multi-set estimates are based on the metered sample. Multi-set. Cable TV and VCR estimales are
based on the latest available data. Black and Hispanic estimates are as of January 1. 1993. See NSI
Reference Supplement for detail.

TABLE 3 - SAMPLE SIZES: HOUSEHOLDS

DIARY SAMPLE(1)
INITIALLY DESIGNATED IN-TAB DIARY
HOUSEHOLDS HOUSEHOLDS

METER SAMPLE

AREA IN-TAB AVG.  LISTED UNLISTED TOTAL LISTED UNLISTED TOTAL
METRO 197 (EST'D) 745 369 1105 340 91 431
CMAUNCLMETRQ) 370 {2) 1402 $96 1998 662 186 828
NON-OMA - 1000 366 1366 480 126 606(3)
NSI(INCL. DMA) 370 2402 962 3364 142 292 1434

{1) The Non-DMA (Diary) sample is combined with Ihe CMA meter sample for compiling Station Tolal

households: the entire diary sample is used for Audience Composition data.

(2} Yields an approximate equivatent simpie random sample size of 722.

(2) + (3) NSI Area Station Total households herein are based on these in-tab samples and yield an
approximate equivalent simple random sampie size of 983.

Equivalent simple random sample size is a term sometimes used for the stalistical equivalent of the

sample size for computing sampting errors or statistical tolerances.

For sample salection procedurss in Total Telephone Frame markats, see NSi Reference Supplement

TABLE 4 - TELEVISION STATIONS

CITY OF QRIGIN STATION CHANNEL  AFFILIATION
BLOOMINGTON WCLJ (L) 42 1
INGIANAPOLIS “WFY1 20 4
INDIANAPG WHMB 40 1
MUNCTE WIPB 49 |4
INDIANAPOLIS WISH ] [+
MARLON swMCC 23 1
INGIANAPOLIS *WR [] A
INDTANAPOLIS WISY (L) 1] 1
INDIANAPOLIS *WTHR 13 N
BLOOMINGTON WILU (L) 30 [4
BLOOMINGTON SWTTV 4 I
KOKCMO WITK 29 SATELLITE OF wrTV
INDIANAPOLIS SWXIN 113 1-F
CHICAGD *WGN (D 9 !

ATLANTA *WIBS (D 17 ¥
CABLE AEN" (D
CABL CNN (D
CABL osc (D
CABL| FAM (D
CABL| LIF (D
CABLE MIV (D
CABLE NIK (D
ABLE TNT (D
EABLE usA (b
5] JHIS LOCAL STATION 1§ REPORTABLE IN THE OAYPART SECTION ONLY
THIS OUTSTDE STATION IS REPOATABLE IN THE DAYPART SECTION ONLY
FOLLOW-

IN ADDITION TO THE REPORTABLE STAT!ONS SHOWN ABDVE. THE FO
ING_STATIONS ORIGINATE IN 0 ARE_ASSIGNED FOR REPORTING PURPQ
TO THIS MARKET 8UT DID NOT MEET THE MINIMUM REPOATING STANDAR|
1 (SEE REPORTING STANDARDS, INSIDE BACK COVER)

BLOOMINGTON wiie 83 1
———

SES
DS

= NSi Client | = Independenl Station = Independent-Fox Network Aifi-a'e

= Fndepgndent-Subscnplicn TV Station T = Turner Broadcasling Sys's -

P = Educational and Public Broadcasting Service Slalicns P-C = Public Broadcasting-Commer v

Nelwork affiliation as shown herein is based on information suppliad by the networks lor use .«
Nielsen Television index [NTI). For additional details. sae the NSI Reference Supplement.

COPYRIGHT 1393 NIELSEN MEDIA RESEARCH - PRINTED IN U S.A.

TABLE 5 - TV HOUSEHOLDS AND IN-TAB DIARY HOUSEHOLDS
BY SAMPLING AREA

ADJ MRS  EST.TV  CABLE TV IN-TAB
DMA TERRI-  HHLDS  HHLDS % CNTY OIARY
CNTY  COUNTY & STATE TORYt JAN. 1993 JULY 1993 SIZEf HHLDS
VERMILION IL WC 33,110 74 C 60

D BAATHOLOMEW IN EC 24,300 65 c 25

D BENTON N EC 470 47 0 1

D BLACKFORD IN EC 5,270 73 0 4

MO BOONE N EC 14,370 48 B8 12

D 8AQWN IN EC 409 28 D 3

0 CARRQLL IN EC 7.110 50 D §

D CASS IN EC 14,580 62 0 12

#3 CLAY IN EC 9,260 49 [ 29
D CLINTON IN EC 11,660 57 0 17

0 DECATUR IN EC 8,440 LY D 7

0 DELAWARE IN EC 44,440 48 C 37

0 FAYETTE IN EC 9,770 62 D [

D FOUNTAIN IN EC 6.710 48 0 6

D GRANT IN €C 27,130 85 C 32

#3 GREENE IN EC 11,830 36 0 29
MO HAMILTON IN EC 42,080 73 8 30

MD HANCOCK IN EC 16,460 58 8 16

MD HEMDRICKS IN EC 26,700 57 B 30

0 HENRY IN EC 18,110 59 0 17

0 HOWARD IN EC 30,920 77 C 37

L2l JACKSON IN EC 14,000 54 0 17
JAY IN EC 7.870 45 0 15

" JEFFERSON IN EC 10,930 50 D 12
D JENNINGS IN EC 8,340 46 0 4

MD JOHNSON IN EC 32,540 48 B a3

#3 KNOX IN EC 14,900 70 0 N
D LAWRENCE IN EC 16,140 56 0 18

D MADISON IN EC 49 12 85 9 53

MD MARION IN EC 322,060 66 B 273

D MIAMI IN EC 13,160 65 D 12

0 MONROE IN EC 39,240 58 C 32

D MONTGOMERY IN EC 13,080 62 b 15

MD MORGAN IN EC 19,400 40 B 15

# ORANGE IN EC 6,750 46 b 3
D OWEN IN EC 6,750 A D 6

#3 PARKE IN EC 5,720 53 D 7
D PUTNAM IN EC 9,880 38 D 10

D RANDOLPH IN EC 10,100 48 D 13
RIPLE IN EC 8,340 34 ] k]

D RUSH IN EC 6,310 41 D [

# SCOTT IN EC 7.690 41 b 9

* MD SHELBY IN EC 14,750 47 8 17
#2 TIPPECANOE IN EC 45,770 80 c 225
D TIPTON IN EC 5,930 46 C 5

#3 VERMILLION IN EC 6,530 68 0 15
#3 VIGO IN EC 38,620 76 [ 94
WABASH IN EC 12.510 52 0 21

0 WARREN IN EC 2,960 28 0 3
WAYNE IN EC 26,930 62 C 34

D WHITE IN EC 9,020 74 0 10
METRO TOTAL 488,360 82 LX)
DMA TOTAL * 895.790 31 823
NS! AREA TOTAL 180 62 1,434

157
#1 = LOUISVILLE # = LAFAYETTE IN
#3 = TERRE HAUTE
NOTE: VIEWING IN ADJACENT DMA'S IS NOT LIMITED TO NSI AREA COUNTIES IN
TABLE 5. THE ABOVE LIST OF COUNTIES DOES NOT NECESSARII{.; :i:zE%ENT

SEE INSIDE BACK COVER FOR FURTHER STATION TOTAL AREA DESCRIPTICN.

Initialty. appreximately 51% of the predesignated Indianapolis DMA basic meler sample housen: s
are recruited and inslalied. For a typical report period. approximately 39% of the insta‘'ed rcrer
sarrple are predesignated households.

Awience estimates are computed separalely for each week. Reported multi-week averages am *e
average ol the appropriate individual week audience eslimates. Some of the above con-
hr.e seen combined for projecting individual weak audience estimates Viewing ameng ths + | ea-
“2'25.in the n-tab sampie for all counties that are combined are projected to the Tota: T" Hgean g
‘20 tha comtired counlies. These county groupings are avaiiable upon request

.t = Matro County: D = Designated Markel Area County (for definilion see Seztian th
' The DMA meter sample currently approximalas 404 tefevision households in wh:
™7 ot s instailed: 404 households {including households replaced during the survey pe A
tocnrds mesting Nielsen accuracy standards during cne or more days of ths sar o e
~ciuding 370 househoids on the average individual day

* Se2 NS! Reference Supplemenl lor explanation ol MRS Territory and Ceunly Size
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